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also has the best warranty.

At Cushman, we build golf
cars to be beautiful and
dependable. And we back
up what we say by paying
for all parts and labor for
a full year should a new
Cushman golf car be
defective in any way. We
know of no other
manufacturer who offers
the same warranty. Maybe
that's because no other
manufacturer builds golf
cars the way we do.

We also offer more extra
features, at no extra cost to

you: Automatic seat brake,
premium suspension,
lead-coated steel body
panels where they're
needed for maximum
corrosion protection,
automotive-type steering, a
time-proven electrical
system or a greatly
improved gas model and

Cushman.

Proven
performanc

lots more, in addition to
our award-winning styling.

We've been building top
performance into Cushman
small vehicles for a quarter
of a century. Today we're
one of the world's largest
manufacturers of small
vehicles of all kinds. It's a
record we're proud of, and
one you can depend on.

So if you're about to make
a major investment in a golf
car fleet, look at the
warranty and the record...
and let the promises go.

CUSHMAN For a free, full color catalog, write to
OMC-Lincoln, a Division of Outboard Marine Corporation, P.O. Box 82409, 1442 Cushman Drive. Lincoln, NB. 68501
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Canoe Brook

Country Club
MILLBURN, NJ

Green River
Golf Club

CORONA, CA

10 membhers of our 10-year tlub

East Lake

Country Club
ATLANTA, GA

Fallbrook

Country Club
FALLBROOK, CA

Fenway
Golf Club

WHITE PLAINS, NY

Hayward
Golf Club

HAYWARD, CA

Hollywood

Country Club
DEAL, NJ

Idle Hour

Country Club
LEXINGTON, KY

3

Irvine Coast ’Worthington Hills "

Country Club

Country Club

CORONA DEL MAR, CA WORTHINGTON, OH
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Proof that Philudelphiﬁ tustom

-

spikeproof tarpet is a real pro

Ten is only the beginning. This is the largest
club of its kind. More N-282 woven Wilton is
installed than any other country club carpet.
In almost every case, 10 years and more of

JOIN OUR 1984 10-YR. CLUB. SEND

COUPON FOR FREE CARPET SAMPLE.

Philadelphia Carpet Co.
Allegheny Ave. & C St.,, Philadelphia, PA 19134

Please send free spikeproof carpet samples and
brochure listing clubs using it.

Address.

|
|
|
|
|
I Name.
|
|
I
|
|

City, State, Zip.

|

|

|

|

|

|

|
Title |
I

|

|
—_—
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spikes, mud and beverage spills have not
appreciably lessened the carpet's freshness
and luxury. Fully customized, with your
emblem, initials or special design woven in.
Or select from our extensive library of club
designs. All in colors of your choice, No price
premium on medium size orders.

PHILKDELPHIA

g g Division of Shaw Industries, Inc. g

Weaving Division: Allegheny Av. & C St., Philadelphia, PA 19134
(215-425-5830) . Main Offices: Cartersville, GA 30120
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THIS IS WHAT MAKES

OUR NEW SUPER SOX SUPER.

It's our great fat fluffy pom poms that are going to
give your sales a big fat'boost.

Wait till your customers see that Super Sox are
made of 100% Creslan® acrylic fiber.* So they can
wash them all they want without worrying about shrink-
ing, stretching or fading those bright bouncy colors.
And they are availablein 17
different color combina-
tions. Super Sox. They Wm

make sense. And sales.
Reliable of Milwaukee

*exclusive of ornamentation

233 E. Chicago Street, Milwaukee, Wisconsin 53202

———
T ENANAR TS

Complete set of four

PETER CALVO CI‘(%S]B Iy nos. 1, X, 3, and 4

VICE-PRESID DUCTION
ROBERT D. COLE ; Suggested retail (shown—Style #5030) $6.00 each. Other knit club sox styles to retail from
VICE-PRESIDENT CIRCULATION $2.00 each. Write for catalog showing complete line of golf accessories. 4

.'JAESR'.?.LL'?:LL]E:{MR Creslan acrylic fiber is a product of American Cyanamid Company, Wayne, N. J.

KENNETH L. FEIGL
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CONTROL MOST TURF
DISEASES THROUGHOUT

THE GROWING SEASON!

MALLINCKRODT
BROAD-SPECTRUM

FUNGICIDE!

SPRING

Apply 3 oz. KROMAD per 1000 sq. ft. weekly. Controls most
spring fungus diseases including dollar spot and leaf spots. For
“resistant” dollar spot, use TOBAZ® (separately—don’t mix
with KROMAD) at 2 oz. rate.

SUMMER

Apply 3 oz. KROMAD per 1000 sq. ft. weekly. Controls brown
patch, dollar spot, copper spot, red thread and the leaf spots.
In severe brown patch weather, add %> oz. CALO-CLOR® in
tank-mix or TOBAZ (separate application) at the 2 oz. rate. If
pythium threatens, apply KOBAN® (separate application) at
4 oz. rate. For “resistant” dollar spot, apply TOBAZ (separately)
at 2 oz. rate.

AUTUMN

Apply 3 oz. KROMAD per 1000 sq. ft. weekly. Controls most
fall diseases including dollar spot, copper spot, red thread and
leaf spots. For “resistant” dollar spot, use TOBAZ (separate
application) at 2 oz. rate.

For winter turf improvement and protection, see your Mallinck-
The KROMAD FUNGICIDE rodt distributor for the finest snow mold control chemicals.
PROGRAM is part of your

Mallinckrodt Your distributor has KROMAD folders with
urf this complete program...ask him for yours!

mprovement and
rotection Mallinckrodt
®

ystem. MALLINCKRODT CHEMICAL WORKS

Get your “TIPS"” booklet from your Mal- Turf Products
linckrodt distributor St. Louis * New York * Los Angeles
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ANSWERING ONE CRITICISM
A club manager whom I have known
for several years has written to take ex-
ception to a recent column on stabiliz-
ing menu prices (November/Decem-
ber, 1973, GoLFDOM, p. 7). Although
he appears to misunderstand one of my
comments in that column, he also
makes some very valid points that are
well worth reviewing.

The column in question discusses
the fact that stable menu prices are one
of the more easily recognized sign-
posts of a club’s over-all financial sta-
bility, a sound purchasing policy is
one way to achieve such stability and
that the hallmarks of such a policy are
product specifications, competitive
bidding, immediate use buying and
immediate pay buying.

Those portions of his letter that
apply to the column appear in italics.
My comments follow his letter.

2 This article by inference
seems very critical of country club
managers.

““Most of the country club managers
that 1 know are fairly knowledge-
able in the basics of food buying and
related subjects. There are few abso-
lutes in the world, and when [you sta-
te], ‘Instituting any of these measures
will stablize menu prices,” [you are
stating] an absolute which is open to
challenge.

“Country Club Managers are under
constant pressure from their members,
particularly their golfing members, to
reduce menu prices regardless of the
financial base from which they operate.
Some clubs which have a strong fiscal
base, take a considered loss on food
sales because they can afford to do so
.+ . . Clubs that are operating on a
marginal dues structure cannot be
compared to [these]. Trying to suggest,
therefore, that all clubs operating
under different dues structures and
house conditions can achieve the same
results by following an arbitrary set
of pre-set conditions just doesn’t make
sense . . . . Some of the problems that

many country clubs face are:

“LOCATION-If the club is located
in a remote area, it sometimes does not
have a large choice of dealers. If it
buys from the nearest large city, it
may find that shipping charges more
than offset the cost involved in small
purchases. Many purveyors are not in-
terested in small orders, and in fact,
are not concerned with the business of
a club with a small volume of business.
Trying to get several dealers to bid
under some conditions can be an exer-
cise in futility.

“PRICING-The influence of other
eating establishments in the area.
Their quality and prices, etc., which
can influence the decisions of club
members.

““AVAILABILITY OF MER-
CHANDISE-Right now we're in a
crisis of shortages (in all areas).
Maybe it would be to the advantage of
some clubs to increase their invento-
ries of many products. Grave short-
ages of paper goods, plastics, locker
building supplies, soaps, etc., are
predicted. I mention this just as an in-
dication that right now things are
changing so rapidly that we've got to
be prepared to change our procedures
and policies just as quickly.

“‘But let me get back to my main
point. Although probably well-inten-
tioned, 1 do think that [your] article
could, and very well may, cause some
club officers and committees to zero in
on many country club managers in a
critical way, on issues which are not
too easily resolved, as [your] article
suggests.”’

I stand behind the theses of the col-
umn, but my friend is quite right to
challenge the first statement he quotes.
What I should have said, of course is
that, *‘Instituting any of these mea-
sures will help stabilize menu prices."”

Unfortunately, I had assumed (a
dangerous practice at any time) that a
reference in an earlier paragraph to the
need for good internal controls as well
as an adequate purchasing policy

would modify the statement and make
it clear that purchasing was only one of
several activities that would stabilize
menu prices. Both my writing and my
logic were a bit careless and I stand
corrected.

Several other comments in the letter
are well worth re-reading. Although I
cannot agree with all their conclu- .
sions, I would call special attention to
those portions headed location, pric-
ing and availability of merchandise. I
am pleased that they were called to my
attention because they raise problems
common to many clubs.

I am in complete agreement that the
prices and food quality of other eating
establishments have a direct effect on
the pricing practices of nearby clubs. I
am also in general agreement with the
writer’s thoughts on buying in antici-
pation of shortages—providing full
consideration is given to those cau-
tions noted in my earlier article, which
did, in fact, recommend the practice
after full consideration of the problems
of storage, security, fire insurance and
cash flow. I would now add one addi-
tional word of warning. The column in
question was written before the current
shortage situation became evident, and
although I agree that a manager should
protect his club, it also occurs to me
that his efforts should be consistent
with setting a good example to the
community. I would hate to see clubs,
already under considerable public at-
tack, accused of hoarding. Certainly, a
club should be sufficiently farsighted
to buy those items it feels it needs and
can obtain—within the dictates of
good judgement. Heavy *‘crisis’” buy-
ing offers, at best, only temporary pro-
tection from shortages and must be
carefully weighed against the possible
adverse aspects of the action.

I must also take some exception to
the comments on location. I agree that
an isolated club must deal with some
additional difficulties; I do not agree
that securing bids is one of them.

continued on page 70
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SWINGING AROUND GOLF

s

DO SUPERINTENDENTS PLAY
ENOUGH GOLF?

A golf professional whom I regard as a
first-class businessman made me
wonder about that question when he
said that he wished he could play at
least a round a week with the club’s
superintendent.

This professional is a veteran. He
was a caddie in the days when many
courses were managed by pro-green-
keepers. He knows that there is more
play when the condition of the course
is good. Then shop sales are better.
The old pro says, ‘‘With all the im-
provements in machinery and materi-
als, the superintendent’s job is tougher
than it used to be. Now most golfers
expect the course to be perfect always,
but from the divots, ball dents and cig-
arette butts on greens and bottles, cans
and packages that are tossed around, I
am afraid that there are too many
golfers who don’t appreciate that they,
too, are responsible for the condition
of the course.

**Our superintendent is one of the
finest young men I've ever known in
golf. He works day and night. He's
worth every penny the club pays him. I
can't imagine any man on his job
knowing grass and landscaping better
than he. But he's got plenty to learn
about golfers. And how can he learn
that? He’s too busy worrying and
working on grass to learn about the
needs of golfers of whom he is one and
typical: overworked, worried and
needing the escape golf can give.

““I know what he’s up against. It’s
my trouble, too. I have too many
things to do before I can play golf and
be reminded of what golfers are up
against.”’

8 GOLFDOM MAGAZINE 4/74

If every superintendent and profes-
sional at every course would play a
round a week of golf, they would know
what should be done to make the course
a more pleasant playground.

What the superintendent, profes-
sional, club officials and members
need is a golf course that’s a nursery
for golfers before it's a nursery for
grass.

I had to laugh when the old pro
concluded, ‘“‘What am I dreaming
about, playing with my friend who
runs the course when I don’t even have
enough time to play with the members
I should play with at least once a year?
This is a job with a hell of a lot of sim-
ple problems that are hard to solve.”

There are a lot of lessons the golf busi-
ness can learn from the tennis boom.

The first is that members will pay a
good price for what they want at a good
club.

Those tennis schools that involve tu-
toring, playing and living expense,
charge $90 a day and have all the
pupils their pros can handle. Yet, in
the opinion of country club manage-
ment, tennis usually is a deficit opera-
tion for the club, because tennis players
don’t yield profitable bar and restaurant
volumes.

Recently the graphite shaft phenom-
enon has surprised officials. Golfers
will spend the money for something
they want. Professionals have been
amazed at seeing graphite-shafted
drivers, costing more than $100,
showing up in bags of players who
haven’t bought clubs in years.

One professional told me last win-
ter, **‘What worries me is that my club
doesn’t know how to use what I know
about golf.”

That statement shocked me. Mac
Hunter, whose wonderfully helpful fa-
ther I'd known previously, told me he
was switching from a fine job at the
Riviera CC to be in a consulting busi-
ness and direct sales of a graphite shaft
company, because he didn’t feel that,
as a club professional, he was doing the
good that he knew he could do for golf
and his club and golfers.

A couple of fellows in the shop were
asking about lessons. My friend said,
**There is the book. There are 41 les-
sons ahead. I really wish I could take
care of you right now, but I have to
tend the store and sell balls and shirts.
Then I have to make out the tickets for
cars and guests, assign starting times
and set things for our ladies’ tour-
nament next Tuesday, tease a member
into buying the new clubs he ought to
have instead of the museum relics he
has and settle a rules argument while
my assistant is at lunch.”’

Hunter went on, **This is the sort of
situation common at many pro shops.
It makes me believe completely that
you are right in what you’ve been writ-
ing about the old half-hour lesson
being out-grown. In most of the les-
sons I have booked, I would do better
for my pupils and the club and myself
in a few minutes by showing the pupils
how to teach himself.

“‘I"ve never had to spend much time
really teaching golf, except to show
the pupil how to learn a few simple
things. Then I allow him to work it out
for himself.

“If my club and I could figure out
sensible use of my time on the lesson
tee, we would have more good golf-
ers.

When the National Golf Foundation

continued on page 10



Photographed at Mission Lakes Country Club, Desert Hot Springs, California

Beautiful drive! Just par for the course for us.

High-fashion elegance isn’t the main
reason Harley-Davidson golf cars
are the most popular in the world.
But it doesn’t hurt.

There are other reasons.
Engineering excellence. Special
features. And quiet.

Engineering? Our four-wheel cars
have independent front wheel sus-
pension, mounted on trailing arms.
Plus coil spring shocks. For the
rear wheels—coil springs, hydraulic
dampers and a torsional stabilizer.

Both our four-wheel and three-
wheel models deliver sharp, effort-

less steering. With tiller bar or
steering wheel. And all Harley-
Davidson golf cars are protected by
molded rubber bumpers in the rear.
Four-wheel cars also have heavy
duty front bumpers while the
three-wheel models employ chrome
tubular steel front bumpers.

And now ... quiet on the tee!
And the fairway. And beside the
green. Our gasoline golf cars are
quieter than a voice in normal
conversation.

And our electrics run much farther.

Because they go longer between

charges. (Thanks to less power
requirement at low speeds.)

That’s our story and we're stuck
with it. Happily. Gas or electric golf
cars. Three wheels or four. The
most popular name in the game is
Harley-Davidson. Why not get in
touch? Make us prove it.

AMF Harley-Davidson
Milwaukee, Wisconsin 53201

1
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GRAFF'S Jfrom page 8

hired Don Rossi to run its show, sub-
ject to the policies and budgets of its
directors, golf business was very
lucky. That has been proved.

Rossi had been a high school and
college athlete, coach and official. He
has been a successful salesman of golf
and other sporting goods. He has
done, unquestionably, the best job of
directing and conducting a military
physical conditioning and athletic rec-
reation program since George Wash-
ington ordered his troops to stand in a
circle and kick each other in the fanny
with blanketed feet to keep from freez-
ing at Valley Forge.

Rossi was early and loud in recog-
nizing that golf has a dual nature, as a
golf and as a business. The shy ones,
sometimes, have suggested that Rossi
is too forceful, but none of his bosses
nor anyone else in the golf business
has questioned his quality as one hell
of a strong team player who looks and
works for a big, bright tomorrow in
golf business.

Rossi got his National Golf Founda-
tion staff together early this year for a
look at the golf business of today and

tomorrow. It probably was the most
significant event in the business phase
of golf. To a reporter who sees golf as
surging over from the toy department
into business and social and general
news pages, the program that Rossi’s
staff presented had many important
stories.

Certainly not the least important to
professional golf was the survey on golf
education by Lorraine Abbott.

It must be a shock to male profes-
sionals to learn that Ms. Abbott gets
around to more golf instructors than
any other golf teacher. She gets around
to many seminars run by the golf phys-
ical educators at colleges and universi-
ties. About 65 per cent of private club
lessons are given to women. The
collegiate division between boys and
girls is about 50-50.

Ms. Abbott reported at the Golf
Foundation’s annual round-up of golf
business that there’d better be far more
accent on golf learning than on golf in-
struction. The instructor has not mod-
ernized his or her methods to make the
pupil the responsible party in the les-
son, with the teacher supplying a few
basics from which the command of

pretty fair golf technique could be
worked out. The male professionals
long have known that effective golf in-
struction is about 80 per cent learning
and 20 per cent instruction, but
haven’t been able to modernize the
technique or shake away from the ob-
solete half-hour lesson.

The National Golf Foundation is
planning to update its classic film of
the elementals of golf. It has been seen
by six million people. It is the primer.
It’s being changed because the dress
fashions have changed.

The foundation’s primer on golf is a
book that has sold 400,000 copies in
its present edition. In the original give-
away, the dime and quarter edition,
the book had the world’s largest circu-
lation of any sport instruction
book—725,000.

Modemizing the script of the golf
instruction film may or may not be his-
toric in sports.

Where is the genius to do this job?

Golf has been looking for him for
about 70 years, ever since the playing
lesson went out of use because golf
club professionals didn’t have enough
time for it. O

WHY IS OREGON
CALLED THE

FAIRWAY
GRASS ?

OVERSEEDING
BROCHURE

FRE

FILL OUT COUPON, CLIP and MAIL TO:

OREGON CHEWINGS AND
CREEPING RED FESCUE COMMISSION

1349 Capitol N.E., Salem, Oregon 97303
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Red Fescue holds ball up in
this actual photo . . . note
fine texture and dark green
color.
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Ball settles in softer, broad
bladed grass. Slows play.
. increases size of divits.




